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INTRODUCTION
The developing and developed economies of the world have been facing the phenomenon of hypercompetition for a while now, which refers to a business environment that is becoming ever more competitive. In a saturated marketplace, where competition is rising so rapidly, digitalisation and globalization taking their pace and spreading so widely, customers have the chance to choose among so many product and service alternatives in the market. This obviously brings customer loyalty to much lower levels than has ever been in history. In such a tough environment, companies feel the need to develop new strategies in order to be able to build sustainable and profitable customer relationships. Advertising as a profession has appeared as an economic and societal phenomenon, which happens to make a concrete contribution to economic growth and value creation, for over a century now (Van Dyck, 2015: 13) .
Among a variety of different phenomena, which have triggered change in the 21st century marketing thought, are higher advertising saturation levels, more fragmented media (recall rates for advertisements are dropping due to advertisement intensity and they are in fact not able to fulfill their basic missions any longer) and insufficient consumer attention to commercial advertisements as a result of consumer selectivity (both for products and advertisements) (Gegez, 2009: 26) .
In this study, a research has been undertaken on 317 consumers based on Facebook, Instagram and Youtube advertisements. Facebook, Instagram and Youtube are important representatives of social media and the observation of consumer behaviour on these social media platforms is a relatively new sphere of investigation and has drawn the attention of many academic as well as practitioner marketers intensely.
According to the 2018 digital media report of We Are Social and Hootsuite, there are 51 million active social media users, and that makes up 63% of the whole population. The most active social media platform is Youtube. Facebook, Whatsapp, Instagram, Facebook
Messenger
and Twitter follow Youtube respectively.
(http://www.connectedvivaki.com/turkiyede-sosyal-medya-kullanim-istatistikleri/).
Most of the studies made in this area have been undertaken either in the USA or in other developed countries, which means there is a gap in the literature on online advertising in developing countries. "Not much information can be found on the situation of online advertising in developing countries" (Wang and Sun, 2010: 333) . This study has been conducted in Turkey, accepted as a developing country, and it aims to contribute to the information gap in this area.
LITERATURE REVIEW

Trustworthiness
Today we have infinitely many sources of data and information. The problem as to the credibility and trustworthiness of these sources has become ever more important.
Trustworthiness is one of the most critical factors for an organization's sustainable success.
Providing information about products and brands is among the most basic functions of advertisements. Although it has been proven that advertisements are highly effective in providing information; their trustworthiness has always been questioned (Ishaverma, 2014: 189) . Advertising trustworthiness can be explained by means of various dimensions such as trust, transparency, listening, responding and affirmation (Blackshaw, 2008: 51) . The 'trustworthiness' construct has been tried to be measured by means of various dimensions.
Among these dimensions are source trustworthiness, advertisement content trustworthiness/reliability, message reliability and media reliability (Ishaverma, 2014: 193) .
The trustworthiness of an advertisement is also affected by the trustworthiness of the organization itself (Goldsmith et al. 2000: 304) . Advertising credibility is a key factor that affects the attitude and behavior of consumers (Ling, Piew and Chai, 2010 in Vestraten, 2015: 16) . Hence, advertising credibility has a positive influence on attitude towards advertising and this then affects purchase intentions of consumers (MacKenzie, Belch, 1986 in Verstraten, 2015: 16) . It has been shown in the literature that trustworthiness has an important role for relationships in terms of ambiguity/uncertainty, solidarity and concerns about opportunism (Gefen, 2000; Li et al., 2006; Pavlou & Gefen, 2004 in Kim et al., 2010 : 1211 .
2.2.Informativeness
Advertisement functions include providing information, persuading, reminding, value adding and helping (supporting) the company with its other efforts (Shimp, 2003: 231) . In this sense informativeness is one of the most basic characteristics that makes advertisements regarded as being valuable. Providing correct information is the fulfillment of one of the basic consumer rights and it balances out/compensates the intense criticisms directed towards advertisements by the society. When broadcasted through traditional media, the informative quality of the information provided in advertisements are strongly related with attitudes towards the ad (Ducoffe 1995 in Chowdhury et al., 2006: 37) . Ducoffe (1996) , has mentioned the concept of 'perceived informativeness'. Perceived informativeness of TV advertisements can make the decision making process of a consumer easier because consumers cannot examine the products offered (Kim et al., 2010 (Kim et al., : 1210 . In this way, it can be seen that the consumers can make better decisions and their attitudes towards web sites can improve (Elliot and Speck, 2005 in Kim et al., 2010 : 1210 .
Hedonic Ad Attributes
The recreational characteristics of advertisements are especially important in online shopping centres because they can directly affect attitudes and consumers' online buying behaviours (Eighmey, 1997; Jarvenpaa and Todd, 1997 in Kim et al., 2010 : 1210 . Apart from that, according to Koufaris, Kambil and Barbera (2001), the delight that customers get from their online shopping experiences determines to a great extent whether they will turn back to that Internet website or not (Kim et al., 2010 (Kim et al., : 1211 .
Economic Benefit
An advertisement can explain the value of a brand for its customers. The percentage of the budget devoted to advertisements affects the value of a brand in consumers' eyes.
However, it is highly difficult to say how much every little penny actually contributes to a brand's value (Peltekoğlu, 2010: 123) . Advertisements can contribute to the consumption of every possible type of product (Peltekoğlu, 2010: 126).
Consumers' Buying Behaviours
Consumers make many buying decisions every day, and the buying decision is the focal point of the marketer's effort. Most large companies research consumer buying decisions in great detail to answer questions about what consumers buy, where they buy, how and how much they buy, when they buy, and why they buy (Kotler and Armstrong, 2012: 158 (Mihaela, 2015) .
RESEARCH METHODOLOGY
The purpose of the study is to investigate the effects of Facebook, Youtube and Instagram advertisements on consumers' buying behaviours. Within this framework, the effect of these advertisements on consumers' buying behaviours has been tried to be measured by means of the variables of trustworthiness, informativeness, hedonic motivation and economic benefit. 
Analyses
The demographic characteristics of the Facebook, Youtube and Instagram users, who participated in our study, are as stated in Table 2 below. age and 5,0% 50 and above age, major percentage distribution in education status is bachelor degree with 41,0%, when the income distribution is examined, 4,7% TL1500 and below, 37,5% between TL1501-TL3000, 32,8% between TL3001-TL5500, 24,9% between TL5501 and above.
We conducted analyses for determining whether the scales used were eligible for factor analyses. The KMO rate was 0,821, which showed that the data was perfectly eligible for factor analyses. Additionaly the p-value of the Bartlett test was significant (Durmuş et al., 2011: 79-80 ) and so we claimed that the data set was eligible for factor analysis (KMO=0,821, χ²Barlett Test (78) = 6521,788, p=0,000). The Cronbach Alpha coefficient was used for testing the internal validity of the scales used for the study. Accordingly, it has been found out that the used scales were reliable. The reliability analyses conducted for each of the 4 factors found in the factor analysis results showed that these 4 factors are highly reliable as their Cronbach Alpha exceeded the acceptible level of 0,70, as shown in Table 4 , along with factor loadings and factor scores. Advertisements inform me about which brands have the qualities that I aspire to.
0,976
Advertisements inform me about current products and services in the market.
0,975
Hedonic motivation Advertisements can sometimes provide more entertaining content than content in other media. 1  (0,971) ---HEM 2,339 0,935 0,847 0,411** -0, 35  1  (0,920) --ECB 1,616 0,814 0,935 0,088 0,366** 0,205** 1 (0,967) -BUB 2,350 0,859 0,996 0,239** 0,290** 0,300** 0,311** 1 (0,998) ** Correlation is significant at the 0,01 level (2-tailed). * Correlation is significant at the 0,05 level (2-tailed). Table 5 depicts the Correlation Analysis results for trustworthiness, informativeness, hedonic motivation, economic benefit and buying behaviour variables. As can be seen in the table above, the AVE values are higher that 0,5 and the factor loadings in Table 4 are also higher than 0,5. These results show that our variables have convergent validity (Hair et al., 2010: 691) .
Apart from that, the fact that the square roots of the AVE values of each variable (the square root values are shown in brackets) are higher than the correlations among other variables shows that the variables also have discriminant validity (Fornell and Larcker, 1981: 41) . After the implementation of frequency, factor, reliability and correlation analyses, we have tested our model and hypotheses with Structural Equation Modelling using LISREL.
Testing The Developed Model With Structural Equation Modelling
As a result of the confirmatory factor analysis carried out with LISREL structural (Çokluk vd., 2012: 271) can be seen in Figure 1 , Table 6 and Table 7 below. The goodness of fit values and the path diagram found out as a result of the structural equation modelling were significant on the 0,01 significance level and so our research model proved to be significant, reliable and acceptable.
DISCUSSION AND RESULTS
Internet makes companies reach their consumers faster in an ever more globalising world and therefore they can promote their products and brands in a much easier way. In this study, the effects of Facebook, Youtube and Instagram advertisements on consumers' buying behaviours have been investigated and these ad effects on consumers' buying behaviours have been measured in terms of the sub effects of trustworthiness, informativeness, hedonic motivation and economic benefit of advertisements.
The model in Table 1 has been developed based on the studies in the literature. The and SPSS program has been utilized for data analyses and interpretation. Frequency, factor, reliability and correlation analyses have been carried out using SPSS progam.
The analysis made for testing whether the scales are suitable for factor analyses or not has shown that the data is in fact perfectly eligible for factor analyses. Reliability analyses have been carried out with the 4 factors resulting from the factor analyses and these 4 factors have proved to be highly reliable. Accordingly; the Cronbach Alpha values, which are all above 0,70, showed that the used scales are actually reliable. According to the correlation analysis results, the AVE values and factor loadings above 0,5 showed that the observed variables have convergent validity. Together with that, the square root of the AVE values of each of the variables came out to be higher than the correlations of other variables, which showed that the criteria for discriminant validity has also been met.
LISREL structural equation modelling has been used for testing the significance and reliability of the model and the resulting goodness of fit values, t values and standardized solutions values have been checked as a result of the analysis. According to the results, the relationship between the dependent variable 'buying behaviour' and the independent variables 'trustworthiness', 'informativeness', 'hedonic motivation' and 'economic benefit' came out to be significant on the 0.1 reliability level and therefore it can be said that the model is significant, reliable and perfectly acceptable. According to the t values, the independent variable that affects the dependent variable 'buying behaviour' the most is 'informativeness', which is followed by the independent variables 'hedonic motivation', 'trustworthiness' and 'economic benefit', respectively. According to this result, Facebook, Youtube and Instagram users value the informativeness dimension the most when compared with the other tested dimensions. The relationship of other independent variables with buying behaviour is also significant. These results show that in order to be able to affect buying behaviour, companies should value all of the independent variables of this research, which are informativeness, hedonic motivation, trustworthiness and economic benefit. When extended to new areas of research, the model developed in this study can be inspiring for further studies.
